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Abstract 
 
This paper examines how companies can use paid 
media (referring to sponsored posts), owned media 
(company posts) and earned media (influencer post) to 
create a positive brand attitude. Based on the 
advertising value model, this paper takes a 
configurational approach and uses fuzzy set qualitative 
comparative analysis (fsQCA). The analysis reveals a 
typology of five types of media, which influence 
consumers’ brand attitude positively. We contribute to 
research by providing a typology of paid, owned and 
earned media, which can guide companies to create a 
positive brand attitude. 
 
1. Introduction  
Companies, such as Nike, use social media to build 
a strong brand, indicated by consumers’ brand 
attitude. It is known that brand attitude is the main 
driver for increased profits. For instance, a positive 
brand attitude leads to consumers’ commitment to the 
company and influences consumers to buy products of 
the company instead of choosing a similar product of a 
competitor [2, 52, 53]. Companies using social media 
rely on three different media types to advertise on 
platforms like Instagram or Facebook with the 
objective to create a positive brand attitude [45]. In 
2018, US companies will spend around $24 billion on 
sponsored posts (paid media) [50], around $2 billion 
on influencer marketing (earned media) [47] and will 
post their own content around eight times a day 
(owned media) via their social media fan pages [33]. 
Practically and theoretically, it is unclear, how 
consumers differently perceive these three types of 
media [3], and which attributes of each type contribute 
to build a positive brand attitude. However, it is 
important for companies to know, how the three types 
of media differ in influencing a consumer to develop a 
positive brand attitude. With this knowledge, 
companies could optimize their budget allocation for 
paid, owned and earned media to build a strong brand 
and to use the three types of media in the most 
appropriated context. To particularly fill this gap, we 
answer the following research question: 
How do paid, owned and earned media influence 
consumers’ brand attitude? 
From a theoretical perspective the advertising value 
model (AVM) [12] provides a theoretical lens  to 
explain consumers’ response to the three types of 
media [10, 54]. This means for our context that 
whenever a consumer is confronted with paid, owned 
or earned media, he evaluates different attributes of the 
media, such as the entertainment, informativeness 
and irritation, as well as the credibility of the media 
[5, 10] and the product involvement [20]. In 
summary, the five attributes determine consumers’ 
assessment of the media and influence consumers’ 
brand attitude [17]. We know that the relationship 
between the attributes, as in real live, is more likely to 
be asymmetric rather than symmetric [23, 40]. 
Following recommendations [23], we take a 
configurational approach using fuzzy set QCA 
(fsQCA), which allows the modelling of asymmetric 
relationships between attributes [30]. Therefore, we 
need to view consumers’ brand attitude as a result of 
the interconnected attributes. This means that an 
attribute may affect consumers’ brand attitude only 
given the presence or absence of one or more 
attributes, which is known as a configuration of 
sufficient attributes. Therefore, in this study, a 
configuration of sufficient attributes is defined as a 
specific set of attributes that leads to a positive brand 
attitude. The results reveal one configuration of 
sufficient attributes for paid media, two for owned 
media and two for earned media, which all lead to a 
positive brand attitude.  
With this research we contribute to social media 
marketing research by examining five configurations 
of sufficient attributes, which all differ in their 
attributes but all lead to a positive brand attitude. 
Furthermore, we reveal different necessary attributes 
for paid, owned and earned media and thereby show 
that some attributes are more important and need to be 
present, so that a media evokes a positive brand 
attitude. With this, we build a typology of paid, owned 
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and earned media, which guides companies to optimize 
their usage of paid, owned and earned media. 
In Section 2 we will outline the research 
background. In Section 3 the methodology is described 
and in Section 4 we provide a summary of the results, 
which are discussed in Section 5.  
2. Theoretical Background  
In this section we will first discuss paid, owned and 
earned media, which companies can use in social 
media marketing to generate a positive brand attitude. 
We then explain the advertising value model (AVM), 
which is used as the theoretical lens to explain how the 
three types of media influence consumers’ brand 
attitude.  
2.1. Paid, owned earned media 
Social media marketing has become a key pillar for 
companies to communicate to current and potential 
consumers [3]. Social media enables companies to 
directly promote their brand and products to consumers 
and get direct feedback. For this, companies use paid 
media, owned media and earned media in social media 
to generate a positive brand attitude [24, 45].  
First, companies can use paid media to reach 
consumers and generate a positive brand attitude. Paid 
media refers to sponsored posts related to a brand, 
which are generated and payed by the respective 
company [45]. This means that companies create paid 
media and get charged by the social media platform, 
such as Instagram, for displaying the paid media to 
consumers in the newsfeed of the social media 
platform. Consumers are exposed to paid media, which 
are often labeled as ‘sponsored posts’ or ‘promoted 
post’. Research on paid media in the context of social 
media has studied consumers’ attitude towards paid 
media [46] and consumers’ intention to click on paid 
media [53]. Recent studies found that clicks on paid 
media depend on consumers’ assessment of the privacy 
policy of the social media platform [49] and that 
consumers’ purchase intention in response to paid 
media is mainly driven by informativeness, 
entertainment and credibility of the paid media [10, 
53], while consumers often avoid paid media, which 
hinders their browsing [28, 29].  
Second, companies can leverage owned media to 
reach consumers and to evoke a positive brand attitude. 
Owned media refers to posts in social media, related to 
a brand, which is generated by the company and posted 
in the social media channel the company controls [24, 
45]. This means that all posts, which are generated by a 
company and which are free of charge, refer to owned 
media. Owned media is displayed in the newsfeed of a 
consumer if she ‘follows’ the company via the social 
media platform. Little research has been done in the 
field of owned media in the context of social media [3]. 
Some research indicates that consumers’ brand attitude 
and loyalty is influenced by owned media [55] and 
owned media was found to influence consumers’ 
purchase behavior [52].  
Third, an emergent trend for companies is to use 
earned media to influence consumers’ brand attitude. 
Earned media refers to brand-related posts in social 
media which are not directly generated by the company 
but rather by an influencer. An influencer is a person 
with a sizable network of followers in social media 
[51]. This means that if an influencer shares self-
generated content, such as pictures or videos related to 
the brand in their own newsfeed, all social media 
followers of the influencer see the post. Research 
found that earned media can outperform classical paid 
media, because earned media is sometimes perceived 
as more credible and trustworthy than paid media [21]. 
The influencer plays an important role  and is often 
perceived as especially credible [51]. Consequently, 
earned media are often strongly associated with the 
influencer [31], but research found that consumers’ 
brand attitude is positively influenced [48].  
In summary, companies can use paid, owned and 
earned media in the context of social media to generate 
a positive brand attitude. Yet, so fare literature does not 
provide an overview, how consumers differently 
perceive these types of media and how companies need 
to differently manage those types to evoke a positive 
brand attitude [3]. Therefore, we take the AVM as a 
theoretical lens, which is outlined next.  
2.2. The Advertising Value Model (AVM) 
To understand how companies can differently use 
paid, owned and earned media to influence consumers’ 
brand attitude, we base on the foundation of the AVM 
[12]. The AVM has been used to explain consumers’ 
assessment of advertising in general  and is widely 
used to explain consumers’ assessment of online 
advertising, such as email advertising targeted online 
advertising and SMS advertising [8, 12]. Furthermore, 
it has been used for social media advertising [10], 
which attests the applicability of the AVM to examine 
and compare consumers’ response to paid, owned and 
earned media. 
The AVM states that different attributes of media 
forms the perceived value of the media, which is 
known to influence consumers’ brand attitude [25]. 
The AVM identifies entertainment, informativeness 
and the irritation as relevant attributes of media [12]. 
Later, research extended the AVM and found that 
consumers additionally evaluate the credibility of the 
media [5, 10, 25] and the product involvement [37, 38] 
to assess media. This means that previous research 
indicates that those five attributes, which are outlined 
hereafter, shape consumers’ brand attitude for paid, 
owned and earned media. In this study, brand attitude 
is defined as a learned predisposition to respond in a 
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consistently favorable or unfavorable manner toward 
the brand [25]. A positive brand attitude is important 
for a company as it increases the brand awareness and 
image and consequently, increases sales [52]. Based on 
the AVM we know that entertainment of the media is 
evaluated by consumers. In this study, entertainment is 
defined as the ability of paid, owned or earned media 
to promote enjoyment or excitement [12, 20]. Previous 
research has found that entertainment has a positive 
influence on consumers’ evaluation of the media [12, 
54] and consequently leads to a positive brand attitude 
[25]. Furthermore, informativeness of the media is 
evaluated by the consumers and refers to the attribute 
that paid, owned or earned media informs the 
consumer about the product and provides the consumer 
with necessary information to evaluate the product 
[12]. Previous research has examined that 
informativeness positively influences consumers’ 
evaluation of the media [54] and therefore leads to a 
positive brand attitude [25]. The AVM furthermore 
states that irritation influences individuals’ assessment 
of media. Based on previous research [12], we define 
irritation of paid, owned and earned media as 
consumers’ perception to which paid, owned and 
earned media is causing displeasure and momentary 
impatience. Again, previous research repeatedly 
proved that irritation leads to a negative evaluation of 
paid media [12, 54] which previous research reveals in 
turn negatively influences brand attitude [25]. We 
furthermore know that credibility of paid, owned and 
earned media is an important attribute, which 
determines consumers’ evaluation of the media and 
influences consumers’ brand attitude [5, 10, 25]. 
Credibility refers to the perception of a consumer that 
the paid, owned or earned media is being honest and 
truthful [25]. Research has found that credibility leads 
to a positive assessment of the media [10, 22], which in 
turn leads to a positive brand attitude [25]. Finally, one 
of the most important attributes, which determines 
consumers’ response to paid, owned and earned media 
is product involvement, which is defined as perceived 
personal importance and interest in the advertised 
product [37, 38]. Product involvement has been found 
to determine consumers’ assessment of media and high 
product involvement has been found to lead to a 
positive brand attitude [20, 25]. 
So far, a lack of knowledge exists what role the 
attributes play and how the attributes of paid, owned 
and earned media influences consumers’ brand 
attitude. Furthermore, recent research does not 
consider asymmetric relationships between those 
attributes. However a growing literature highlights [23, 
30, 40], that an attribute may affect consumers’ brand 
attitude only given the presence or absence, of one or 
more attributes. For instance, informativeness of a 
media may only lead to a positive attitude towards a 
brand if the media is simultaneously perceived as 
credible. On the other hand, media that is not perceived 
as informative may still evoke a positive brand attitude, 
if the media is perceived as entertaining and not 
irritating. In other words, previous research has not 
considered that an attribute may only have an influence 
on brand attitude in combination with other attributes 
(known as conjunction), that the presence as well as 
the absence of attributes may be connected to brand 
attitude (known as asymmetric relationship) and that 
not one but multiple ways exist how a media can evoke 
a positive brand attitude (known as equifinality). To 
particularly address this this study conducts an online 
survey and takes a configurational approach using 
fuzzy set qualitative comparative analysis (fsQCA) 
[30] to reveal what configurations of sufficient 
attributes lead to a positive brand attitude.  
3. Research Methodology 
We, next outline the data collection approach, the 
used measures and the validation of the measurement 
model followed by the description of the data analysis 
with fsQCA.  
Data Collection.  To gather data, we conducted an 
online survey at a large university and used the 
snowball system to gather enough participants. Overall 
177 participants filled out the survey, yet we removed 
33 participants as they did not complete the survey. 
The final sample consists of 144 participants, which 
satisfies the sample size requirements of fsQCA [26]. 
The demographics are shown in Table 1. When the 
participants entered the survey, they could choose 
between two products to avoid a product bias [4]. 
Participants were randomly assigned to one of three 
groups. The first group was assigned to paid media, 
meaning that they were exposed to a paid media 
mockup of the product they chose. The second group 
was exposed to owned media mockup presenting the 
product of choice and the last group was exposed to an 
earned media mockup about the product. We used 
mockups of Instagram because Instagram is common 
for paid, owned and earned media and has been used in 
social media studies before [7, 31]. We used fictional 
brands, which is commonly used in brand attitude 
studies [36], to avoid an already existing brand 
attitude. After the participants were exposed to either 
paid, owned or earned media, they filled out the rest of 
the survey. Following recommendations [9], we tested 
for common method bias. For this we applied the 
Harman’s single factor test [39], which reveals the 
percentage of the variance explained by a single 
attribute. The test indicates that only 36.37 percent is 
explained by a single factor which is lower than the 
recommended upper limit of 50 percent. We 
additionally followed recommendation to examine the 
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correlation matrix [35]. The correlation matrix does not 
reveal any high correlations (see Table 3), therefore we 
can state that common method bias is not an issue in 
this study.  
 
Table 1. Demographics 
Age in percent Gender in percent 
18-20 4.20 Male 43.30 
21-30 76.22 Female 56.70 
31-40 8.39 Time in social media 
41-50 3.50 < 1 hour 53.40 
51-60 7.69 1-2 hour 18.30 
Mean: 28.60 
Standard deviation: 9.61 
> 1 hour 28.30 
 
Measures. We only used items used in previous 
research to ensure content validity. To measure 
consumers’ brand attitude we based on six items 
previously used in IS research [17]. To measure 
entertainment, we used four items used in previous 
social media research [46]. We adapted seven items for 
informativeness and five items for irritation from 
previous research [12]. For credibility we based on 
previous research [5] and used three items. We used 
two items to measure consumers’ product involvement 
[16]. A summary of the used items is shown in Table 2.  
 
Table 2. Constructs 
Attitude towards brand [17] 
• Extremely unpleasant / pleasant (0.915) 
• Extremely unfavorable / favorable (0.909) 
• Extremely bad /good (0.907) 
• Extremely dislike / like (0.906) 
• Extremely negative / positive (0.029) 
• Extremely undesirable / desirable (0.875) 
Entertainment [46] 
• This media is fun to watch or read (0.88) 
• This media is clever and quite entertaining 
(0.912) 
• This media does not just sell - it also entertains 
me (0.933) 
• This media is amusing (0.874) 
Informativeness [12] 
• This media is a good source of product 
information (0.815) 
• This media supplies relevant product 
information (0.813) 
• This media provides timely information (0.755) 
• This media is a good source of up-to-date 
product information (0.807) 
• This media makes product information 
immediately accessible (0.775) 
• This media is a convenient source of product 
information (0.828) 
• This media supplies complete product 
information (0.757) 
Irritation [12] 
• This media insults people's intelligence (0.778) 
• This media is annoying (0.922) 
• This media is irritating (0.922) 
• This media is deceptive (0.839) 
• This media is confusing (0.755) 
Credibility [5] 
• This media is credible (0.919) 
• This media is trustworthy (0.953) 
• This media is believable (0.934) 
Product involvement [16] 
• This product is very important to me (0.908) 
• This product is an important part in my life 
(0.987) 
Note: All items were measured with a 7-point Likert-type 
agreement scale ranging from 1 = “completely disagree” 
to 7 = “completely agree”. Figures in brakes show the 
respective loadings of the item. 
 
Measurement Model. We can state that indicator 
reliability is ensured, as all loadings are higher than 
0.707 [6]. As indicated in Table 3, the average variance 
extracted (AVE) exceeds the recommended threshold 
of 0.50, composite reliability (CR) exceeds the 
threshold of 0.70 and Cronbach’s alpha exceeds the 
threshold of 0.70 for each construct, which attests 
construct reliability [15]. Discriminant validity is 
ensured as the square root of the AVE is higher than 
the corresponding correlation of the constructs (see 
Table 3) [15, 19]. We additionally calculated the 
heterotrait-monotrait (HTMT) ratio, which reveals 
0.716 as the highest value. This is below the absolute 
criterion of 0.85 and therefore discriminant validity is 
attested [18]. 
Data analysis using fsQCA. To analyze which 
configurations of the five attributes, lead to a positive 
brand attitude for paid, owned and earned and thereby, 
to deal with the asymmetric relationship between the 
five attributes, we take a configurational approach. 
More precisely, we use fuzzy set qualitative 
comparative analysis (fsQCA), which enables us to 
understand the how the five attributes when acting 
together bring about a positive brand attitude. In other 
words, fsQCA enables us to understand configurations 
of the five attributes that bring about a positive brand 
attitude. 
In summary, with this we depart from focusing on 
the net effect of single attributes [43] and focus on 
configuration of the five attributes that when working 
together lead to a positive brand attitude. We thereby 
can reveal whether the presence of absence of an 
attribute in combination with the other attributes is 
related to consumer’s positive brand attitude.  
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Furthermore, fsQCA has been successfully used in 
online marketing and IS studies [27, 32, 34]. 
 Data analysis. The data analysis with fsQCA 
consist of three steps: calibration of the survey data 
into fuzzy sets, the analysis of necessary attributes and 
the analysis of configurations of sufficient attributes, 
which when working together lead to a positive brand 
attitude. For all three steps we used the fsQCA 
software program [42].  To calibrate the data we 
followed recommendation [14, 30] and use the direct 
calibration for survey data. This means we calibrated 
the interval scale values of the five attributes (1 = 
“strongly disagree”, 4 = “neither agree in nor 
disagree”, 7 = “strongly agree”) into fuzzy sets, which 
range from 0 to 1. For the calibration we used three 
recommended anchors (value 1 for full non-
membership; value 4 for the crossover point, value 7 
for full membership). The calibration for fuzzy sets is 
needed as the base for the analysis of necessary 
attributes and the analysis of configurations of 
sufficient attributes.  
Necessary attributes are attributes that need to be 
present if a media leads to a positive brand attitude. In 
other words, every time a consumer has a positive 
brand attitude, the necessary condition is present as 
well [43]. We tested for necessary attributes for paid 
media, owned media and earned media separately. As a 
result, we can say whether different necessary 
attributes exist for paid, owned and earned media. The 
analysis of necessary attributes requires that an 
attribute exceeds the consistency threshold of 0.90 
[44], thus only attributes that have a higher consistency 
threshold are necessary attributes. In this study, the 
consistency indicates the degree to which cases with 
the same attribute show a positive brand attitude [43]. 
In summary this analysis reveals distinct necessary 
attributes for paid, owned and earned media, which are 
always present if a media leads to a positive brand 
attitude. Yet necessary attributes do not evoke a 
positive brand attitude, therefore we next analyze for 
configurations of sufficient attributes. 
In this study, a configuration of sufficient 
attributes is a specific set of attributes that, when 
working together lead to a positive brand attitude [43]. 
This means every time the configuration of sufficient 
attributes is present the media will lead to positive 
brand attitude. We conducted the analysis for paid, 
owned and earned media separately. This enables us to 
study each type of media separately and to compare the 
different configurations of sufficient attributes leading 
to a positive attitude through paid, owned or earned 
media. To conduct this analysis, we first constructed 
the truth table. The truth table consist of all possible 
configurations of the five attributes. In this study we 
have five attributes therefore the truth table consist of 
2k rows, with k being the number of attributes, thus 32 
rows. Second, we follow recommendations [14, 44] 
and reduce the truth table to meaningful 
configurations. For this, we apply a frequency 
threshold of three, which means that only 
configurations with at least three observations are 
considered in the further analysis. We additionally 
applied a consistency threshold of 0.80, meaning that 
only configurations with a consistency of at least 0.80 
remain and are treated as sufficient. Consistency 
captures the extent to which a given configuration is a 
configuration of sufficient attributes for a positive 
brand attitude [23]. In other words, high consistency 
indicates that when the configuration occurs, that 
consumer will respond mandatorily with a positive 
brand attitude. Third, we applied the Quine-Mc-
Cluskey algorithm to simplify the reduced truth table 
[43] and to reveal the final configuration of sufficient 
attributes, which lead to a positive brand attitude. In 
summary, this analysis reveals configurations of 
sufficient attributes for paid, owned and earned media, 
which lead to a positive brand attitude. 
 
 
 
Table 3. Measurement Model   
Mean SD AVE CR α 1 2 3 4 5 6 
1 Entertainment 3.09 1.54 0.81 0.95 0.92 0.90 
     
2 Informativeness 3.65 1.29 0.63 0.92 0.90 0.54 0.79 
    
3 Irritation 3.77 1.51 0.72 0.93 0.90 -0.47 -0.48 0.85 
   
4 Product Involvement 5.05 1.36 0.90 0.95 0.91 -0.03 0.01 0.08 0.95 
  
5 Credibility 3.77 1.41 0.87 0.96 0.93 0.51 0.59 -0.64 -0.02 0.94 
 
6 Attitude Brand 3.91 1.18 0.82 0.96 0.96 0.67 0.50 -0.52 -0.12 0.57 0.91 
Note: square root of AVE is listed on the diagonal of bivariate correlations; M = mean, SD = standard deviation; AVE = 
average variance extracted; CR = composite reliability; α = Cronbach’s alpha; Additionally, we successfully conducted the 
three-step procedure to assess measurement invariance of the three groups. [41]. 
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4. Results 
In this section, we first present the result for paid 
media then for owned media followed by the 
presentation of the results for earned media.  
Results paid media. The analysis of necessary 
attributes revealed product involvement (consistency > 
0.93, coverage > 0.57) to be a necessary attribute for 
consumer’s positive brand attitude when the consumer 
is exposed to paid media. 
 This means that for paid media to evoke a positive 
brand attitude the advertised product needs to be 
relevant and important to the consumer. Yet, only the 
presence of product involvement does not lead to a 
positive brand attitude. To explain this the analysis of 
configuration of sufficient attributes reveals one 
configuration, which is graphical represented in Figure 
1 (configuration C1). In Figure 1 we used black circles 
to indicate the presence of an attribute, e.g. a black 
circle for entertainment indicates that the consumer 
needs to perceive the paid media as entertaining. 
Crossed out white circles indicate the absence of an 
attribute, e.g. the crossed out white circle for irritation 
indicates that the consumer needs to perceive the paid 
media as non-irritating to that it leads to a positive 
brand attitude. Furthermore, we included the results of 
the necessary attributes in the graphical solution, by 
using stars to indicate necessary attributes. A filled out 
black star indicates the presence of an attribute being a 
necessary attribute and a white stare indicate the 
absence of an attribute and simultaneously being a 
necessary attribute. The overall solution consistency is 
1.00 and the coverage is 0.52. Coverage thereby is a 
measure of the proposition of cases explained by the 
configurations. 
Configuration C1 states that for paid media to 
evoke a positive brand attitude the consumer needs to 
have product involvement, needs to perceive the media 
as entertaining, non-irritating, informative and 
credible. This configuration only contains the presents 
of positive influencing attributes and the absence of 
irritation as the negative influencing attribute, and 
therefore reflects an ideal paid media. We 
consequently label this configuration the ideal paid 
media. 
Results for owned media. The analysis of 
necessary attributes for owned media did not reveal 
any necessary results. The analysis of configurations of 
sufficient attributes revealed two configurations (see 
Figure 1 configurations C2 and C3). We used blank 
spaces to indicate a “don’t care” situation, meaning 
that the attribute can either be present or absent. The 
overall solution consistency is 0.86 and the coverage 
0.67. Configuration C2 reveals that owned media, 
which is perceived as non-entertaining, non-irritating, 
but is perceived as informative and credible, leads to a 
positive brand attitude. In this configuration, product 
involvement plays a subordinated role as it can either 
be present or absent. This configuration reflects an 
owned media, for which it does not matter whether the 
product is relevant for the consumer yet leading to a 
positive brand attitude. We therefore label this 
configuration as the indifferent product owned media. 
Configuration C3 on the other hand shows that owned 
media can also lead to a positive brand attitude if the 
consumer perceives the product advertised in the 
owned media as relevant and important, thus high 
Ideal 
paid media 
(C1)
Non-
entertaining 
earned media 
(C5)
Relevant 
product 
earned media 
(C4)
Indifferent 
informativeness 
owned media 
(C3)
Indifferent 
product 
owned media 
(C2)
Attributes
Configuration
Product involvement
Entertainment
Irritation
Informativeness
 
Credibility 
Raw coverage
Unique Coverage
Consistency 
0.52
0.52
1.00
Solution 
coverage
Solution 
consistency
0. 52
1.00
Earned media
0.49
0.13
0.84
0.55
0.18
0.95
0.60
0.19
0.86
0.52
0.12
0.96
0. 67
0.86
0. 70
0.86
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Note: 
presence of a attribute:        
absence of a attribute        
„don’t care situation“: blank spaces
neccessary attribute (presence):
neccessary attribute (absence):
C = configururation;
 
Figure 1. Graphical Representation of the Solution 
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product involvement, and perceives the owned media 
as entertaining, non-irritating, but credible. In this 
configuration informativeness plays a subordinated 
role as informativeness can either be present or absent, 
we therefore label this configuration the indifferent 
informativeness owned media. 
Results for earned media. The analysis for 
necessary attributes revealed two necessary attributes: 
product involvement (consistency > 0.92, coverage > 
0.57) and non-entertainment (consistency > 0.92, 
coverage > 0.59). This means that to evoke a positive 
brand attitude through earned media, the consumer at 
least needs to have a high product involvement and 
needs to perceive the owned media as non-entertaining.  
To understand what configurations lead to a 
positive brand attitude for earned media, the analysis 
reveals two configurations of sufficient attributes (see 
Figure 1 configurations C4 and C5). These 
configurations show that for earned media two ways 
exist, which lead to a positive brand attitude. The 
overall solution consistency is 0.86 and the coverage is 
0.70. First, C4 shows that an earned media leads to a 
positive brand attitude when the consumer has a high 
product involvement, perceives the earned media as 
non-entertaining, non-irritating, non-informative and 
non-credible. We therefore label this configuration the 
relevant product earned media. The configuration C5 
shows the second way how an earned media can lead 
to a positive brand attitude. Consumers need to have a 
high product involvement, need to perceive the earned 
media as non-entertaining and non-irritating, but as 
informative and credible. We therefore label this 
configuration the non-entertaining earned media. 
Figure 1 furthermore shows the raw coverage 
which expresses the extent to which the configuration 
covers the cases leading to a positive brand attitude 
[43]. Additionally, the unique coverage is displayed in 
Figure 1 which refers to the unique contribution of the 
configuration excluding the contribution of other 
configurations [43] and the consistency of each 
configuration is displayed. Next, we will discuss the 
theoretical and practical implications of the results. 
5. Discussion 
Companies spend millions of dollars on social 
media marketing using paid, owned and earned media 
with the aim to create a positive brand attitude for 
consumers [1, 33, 47]. A positive brand attitude leads 
to consumers’ commitment to the company, which 
increases companies’ profit and thus has a high 
practical relevance for organizations [2, 52, 53]. 
Despite the existence of the three distinct types of 
media, companies do not know how they need to 
leverage the three types of media to evoke a positive 
brand attitude when consumers are exposed to the 
media. However, such knowledge is important as we 
know that individuals behave differently, while surfing 
online and being confronted with ads [13]. To create a 
better understanding of how companies can use paid, 
owned and earned media to create a positive brand 
attitude, this research bases on the foundation of the 
advertising value model (AVM) and takes a 
configurational approach using fsQCA [43]. With this 
approach, we meet the requirements of studying the 
asymmetric relationships [23, 40] between those 
attributes and reveal distinct configurations of 
sufficient attributes, which lead to a positive brand 
attitude.  
So far, research has used the AVM with its 
attributes for all three types of media in the same way 
and thereby neglects that those three types of media 
differ and that individuals perceive these types of 
media differently. Thereby, the specific understanding 
of how each type of media influences consumers is 
limited. Furthermore, previous research considers all 
five attributes as equally important, which limits the 
practical application. In contradiction to that, we reveal 
different configurations of sufficient attributes for each 
type of media, where some attributes are necessary and 
therefore, more important than others to build a 
positive brand attitude. In more detail, for paid media 
we reveal one configuration of sufficient attributes (the 
ideal paid media). This configuration of sufficient 
attributes perfectly represents previous findings of 
research focusing on paid media [5, 10, 12, 25]. 
However, we extend this knowledge by identifying 
product involvement as a necessary attribute. This 
means that paid media only leads to a positive brand 
attitude if the product is relevant and important for the 
consumer. In contrast, the analysis for necessary 
attributes for owned media did not reveal any 
attributes. Yet we found that in contrast to paid media, 
two configurations of sufficient attributes for owned 
media lead to a positive brand attitude. The 
configuration indifferent informativeness owned media 
is similar to the configuration the ideal paid media yet 
the owned media does not need to be informative to 
lead to a positive brand attitude. The configuration 
indifferent product owned media reveals that owned 
media lead to a positive brand attitude even if the 
consumer does not have a product involvement. This 
means that owned media is the only media which can 
be used to promote products, which are not relevant 
and important to the consumer, yet yielding a positive 
brand attitude. An explanation for this would be that 
for owned media consumers freely decide to follow the 
brand and get information through owned media. The 
two configurations for earned media, namely relevant 
product earned media and non-entertaining earned 
media, differs from paid and owned media as well. We 
found that necessary attributes of earned media are 
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product involvement and non-entertaining. This means 
that for earned media it is important that the media is 
not aimed at entertaining the consumer and the product 
advertised needs to be relevant for the consumer to 
evoke a positive brand attitude. Earned media 
furthermore varies, as the configuration relevant 
product earned media is the only configuration of 
sufficient attributes, which states that the media does 
not need to be credible or informative. This could 
mean that the consumer fully relies on the opinion of 
the influencer, who posts the earned media, and the 
consumer develops a positive brand attitude even if the 
media is not entertaining or informative, just because 
the media is posted by an influencer. In summary, the 
analysis revealed different configurations of sufficient 
attributes and different necessary attributes for each 
type of media. With this knowledge, we contribute that 
different research models need to be used depending 
on the type of media. The AVM in its original form is 
only appropriate for paid media, while we show that 
earned and owned media require different research 
models. Furthermore, we contribute by showing that 
not all attributes are equally important but that 
necessary conditions are needed to evoke a positive 
brand attitude.  
With taking a configurational approach, we 
furthermore contribute in two ways. First, we reveal 
that not a single attribute of a media leads to a positive 
brand attitude but a configuration of sufficient 
attributes, which work together lead to a positive brand 
attitude (referred as causal conjunction). We 
furthermore, prove that the presence as well as the 
absence of attributes is connected to consumer’s 
positive brand attitude. For instance, media, which is 
perceived as entertaining as well as media, which is not 
perceived as entertaining, can lead to a positive brand 
attitude (referred as asymmetry of the attributes). We 
thereby follow recent calls to better understand and 
consider asymmetric relationships of attributes  and 
non-linear effects of influencing factors [40]. 
Furthermore, the results for paid media only revealed 
one configuration of sufficient attributes, which 
perfectly reflects previous findings [5, 10, 12, 25]. This 
means that the AVM with its five attributes is well 
suited to study the effect of paid media. In contrast, the 
results for owned media revealed two configurations 
each. This means for owned and earned media there is 
not one way but two ways how each media can create a 
positive brand attitude (referred as equifinality). This 
create a certain flexibility, as companies can achieve 
their goal of creating a positive brand attitude through 
different paths.  
Second, with our results we also contribute by 
creating a typology of media, which results in a 
positive brand attitude. We provide a typology of five 
different media which differ in their attributes but all 
lead to a positive brand attitude. Typologies are a 
meaningful way of theorizing about complex 
phenomena and provide insights for practice and 
theory simultaneously [11, 14]. With our typology of 
different paid, owned and earned media, we lay the 
foundation for further studies using multiple models. 
For instance, future research may design and test the 
revealed typology. As the results do not show any 
necessary attributes for owned media, future research 
may take a more explorative approach to identify 
further specific attributes for owned media. The same 
applies for earned media, meaning that future research 
may also focus on identifying specific attributes for 
earned media.  
Furthermore, this typology of paid, owned and 
earned media provides useful implications for practice, 
which is outlined next. The typology of paid, owned 
and earned media. In general, companies should design 
non-irritating media. Furthermore, the typology 
suggests that a company, which uses paid media, 
should design ads matching the ideal paid media. This 
means for paid media, companies should design 
entertaining, non-irritating, informative and credible 
ads and try to deliver the paid media to a target group, 
who cares about the advertised product. When 
companies use owned media, our typology suggest two 
types of owned media. Companies do not need to care 
about their target group, as long as the owned media is 
informative and credible. When companies create 
owned media, which is not informative, the typology 
suggest delivering the owned media only to 
individuals, who have a high product involvement. 
Finally, companies need to manage earned media 
differently, as earned media creates a positive brand 
attitude through reaching consumers with a high 
product involvement. Additionally, the typology 
suggests that earned media does not need to be 
entertaining, but rather informative and credible.  
6. Conclusion 
Companies need to manage paid, owned and earned 
media to generate a positive brand attitude. This 
research reveals five types of the media which can be 
used by companies to generate a positive brand 
attitude. 
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